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cale residential
the United States.

ment include:

spond to hourly market-based

d do residential customers take to respond

agnitude of the effect, i.e., to what degree can
ption be affected through the behavior and actions of
customers?

What are the characteristics of customers willing to participate in
an RTP pricing plan?
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erce and Economic Opportunity

iIdential customers' responses to day-
pased prices.

ovided funding for the interval meters, programmable
ostats and for this year-one assessment.

he rate is not revenue neutral -- a price discount was offered
equal to about 10% savings due to the transfer of price risk
from ComEd to the customer.
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ourly energy pricing

ts could be expected to save
C COSts.

any ComEd customer willing to join the

ng of the ESPP was targeted to Cooperative
d selected neighborhoods.

antly, about half of the program’s participants are new
operative members, reflecting the marketing effort that went
peyond current members.

e In 2003 more than 750 customer members enrolled in the program.
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vebsite, or

-- whenever the next day's price went
our, participants were notified via e-mail or
generally between 7:00 and 10:00 PM).

pants received a price protection cap of 50¢ per kWh.

D, participants received energy management information
from the Cooperative.
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n lllinois.

- hourly price

the summer was $0.033/kWh.

from a low price of 0.01 per kWh to a
yh price was $0.12 per kwWh.
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ent

olds (I.e., cross-

and controlled for
ers, as well as changes in each
over the Summer season.

Ifting in response to price was based
ourly demands at varying prices.

Inputs were:

erval metered data for participants and the control groups;

> Hourly weather (temperature and humidity); and,

> Survey responses.

Z
Z
-

Summit Blue Consulting 8

IS



IS
9

Price ($/kWh)

: €00¢/TE/8

_ €00¢/ve/8

: €00c/L1/8

€00c/01/8

1 €00¢/e/8

I+ €00¢/L2/L

€00c/0¢/L

Date

1~ €00C/ET/L

|  €00¢/9/L

il

€00¢/6¢/9

€00¢c/cc/9

= €00c/91/9

€00¢/8/9

Lty

H €00¢/T/9

0 O© < «

o O O O

o o o o
]

(UMVI/$) @21ud

Summit Blue Consulting

SUMMIT BLUE

NN\



SUMMIT BLUE

NNNNNNNNNN

) over the length of the high price
per of successive days of notifications

asticity is .042 -- a 100% increase in the hourly
city would result in a 4.2% decrease in electricity

Ustments in conventional wisdom:

— This project showed that low-income and multi-family homes can
fall into the "high responder" group.
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2 responsive

al air initially decreased
yered off substantially in hours
our "high-price" event.

) Income effects, 2) behavior, 3)
3 nd/or 4) building thermodynamics;

ogram design, information and technology can
obably help sustain the savings.

— Further investigation is being undertaken.
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g high-price periods and
.., pre-cooling).

during high-price periods.
ey reduced use whenever they could.
ynservation impact not accounted for in the model.

ely 70% of participants who had clothes
Indicated they changed their pattern of use.

Over half reported shifting washing to low-price periods.

— Others indicated they lowered overall washer/dryer use.
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ades during day.

)re time in coolest rooms

I'insulation or weather stripping.

/arious other actions.
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e following:
partnership between the Cooperative and ComEd.
0 check on prices.

ontrol over electric bills.

2lief that they are part of the solution.

— Program made them think about their energy-using habits.

— Helps keep them informed.

— "Convenient, affordable, reliable and effective."
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Environment Underst.Energy Partic. Effort  Equipment(*)
Use

OVery important B Somewhat important O Not Important
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2 responsive?

aracteristics of non-responsive
elp marketing?

penefits at scale and at the system

determine how to adjust system planning to
modate new price response offerings?

How to better guarantee changes, e.g., combine pricing
with switches for true emergency situations.
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e on benefits from the program beyond their direct

dications are that:;

an understandable program for residential customers can be
developed, and

> residential customers can and do respond to price signals.
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